Today, social media as a channel for offering educational services has become an extensive and effective educational tool for the students. This survey aimed to investigate the effective factors on intention towards social commerce of educational services among students. The statistical population included social media users at Isfahan university of medical sciences in Iran. 214 students were selected as the research sample by simple random sampling method. The conceptual model was adopted from theoretical literature and empirical studies. Research findings disclosed that social media quality and social presence have a positive and significant effect on intention towards social commerce. Moreover, social media quality has a negative significant effect on students' perceived risk. Similarly, perceived risk has a negative significant effect on students' intention towards social commerce and it showed a partial mediating effect in the relationship between social media quality and intention towards social commerce. The results revealed that higher quality of social media as well as social presence in social media increases tendency of students at Isfahan university of medical sciences to participate in social commerce of educational services and decreases their perceived risk. Therefore, it can encourage students to utilize the presented educational services in social media.
Introduction
Considerable advances in the Internet environment include Web 2 technology which has provided amazing opportunities to develop ways of interaction with consumers in a virtual environment. In particular, Web 2 applications have made it possible for people to create and maintain their online social networks [1] . Via this technology, social media has been developed as a mechanism to exchange knowledge and information with local, national and global communities [2] . Definitely, tools and applications of social media have challenged the concept of common formal education through the current method. Receiving educational services by means of social media contains the implication which learners should become active producers of knowledge rather than passive consumers of content [3] . Therefore, social media can successfully be used to support "student-centered learning" [4] . Social commerce is a subset of e-commerce [5] that has been appeared via the popularity of social media [6] . In social commerce, people can have access to their intended products and services such as educational services through social media. The most important characteristic of social commerce is that consumers can interact in this environment and support each other in the shopping process in terms of providing experiences and information [7] . Different technological and social characteristics in social commerce can affect users' participation. One of these characteristics is social media quality. Users' issues with regard to purchasing activities can be solved due to the appropriate quality of social media and their expectations will be satisfied well. This will be led to customers' intention to participate in social commerce. Social media quality is positively effective on customers' perception and thus, their social shopping is influenced [8] . Employing a highquality medium will convince the users that it is an appropriate tool for social and commercial interactions. In this way, the users can share their experiences. Hence, Social Commerce Intention (SCI) has been influenced positively and significantly by social media quality. The effect of social media quality including web design and content, system quality, information quality, and service quality on success of electronic commerce [9] [10] [11] [12] [13] [14] [15] as well as social commerce [16, 8] has been emphasized in previous studies. Customers may have intention to divulge their own information in the event that they trust in authenticity of a website. This will reduce anxiety of the customers about security and privacy issues [17] . Thus, customer's perceived risk will be decreased. The effect of system quality including the information that is provided by a website on trust formation in online shopping has been emphasized in several studies [18] . Customers will purchase with more certainty and will perceive a lower risk if they have confidence in social media quality. Social presence is another important factor in social commerce. It refers to the extent that people who interact in media have a sense of being together [19] . Previous studies have emphasized the importance of social presence in trust building [20, 21] and tendency to participate in online recommendation system [21] . Social presence is central element in social content that is defined as sense of consciousness of a person about the presence of another party in the interaction. Social media that is more interactive and can convey more types of information is more appropriate to decrease ambiguity in relations [22] . Social presence in media has a positive and significant relationship with users' trust in that media [20, 23] . It can be effective on customer's sense of comfort and creates psychological proximity in an individual. In social commerce, customers who experience social presence via warm and personal social interactions can have a higher sense of comfort and experience customer satisfaction [24] . Therefore, it can be stated that social presence is probably effective on customers' tendency towards online social commerce. Also, it has been shown that customers perceived a higher risk in an online environment than a traditional environment [25, 26] . Perceived risk is effective on attitude [27] and loyalty [28] of the virtual user and therefore, it plays a vital role in online shopping [29] . Negative effect of perceived risk on online shopping behaviors has been confirmed in some studies [29] . Hence, perceived risk is one of the determining factors in social commerce. According to the results of previous studies, perceived risk decreases customer's intention towards online shopping [27] . Interactions among the people in social commerce have become possible via social media. Cultures, beliefs and experiences of others are probably effective on the customer's behavior [30] . Consequently, perceived risk in social commerce can be more challenging for customers in return for e-commerce [7] . Words such as Knowledge 2, Health 2 and Medicine 2 which have been inspired by the concept of web 2 can imply changing the way of doing things in an opener and more participatory form [31] . Social media tools have gradually become common in education and have created value in the learning process [32] . Today, many health-related educational and professional services such as academic conferences and professional meetings are provided through social media. Thus, these digital learning environments can enhance learning experiences of educators in the field of medical sciences [2, 33] and deepen their participation and cooperation at the international level [34] . Social media, thus, has become a useful tool in academic environment [32] through which medical sciences students can have access to health-related educational services. However, the use of social media with the purpose of enjoying educational services is in its primary stages and potential capacity of media particularly in the field of education has been ignored. Undoubtedly, customer participation in social media is a determining factor in success of businesses [35] and education activists who seek economic value from social commerce. As a great volume of health-related content, information and educational services is presented through social media, exploring the stimulating and inhibiting factors of participation in social commerce and educational services is important. Identification of these factors can be important for active businesses in the field of social commerce of educational services. In addition, the effective factors on tendency of medical sciences students toward the use of social media to achieve educational services are identified. As a result, it will help the activists propose more effective educational programs that encourage virtual learning in social media. The present survey aims to explore the effective factors on intention towards social commerce in medical education services. Therefore, it would explore how social media quality and social presence influence the intention towards social commerce of educational services for medical sciences students through the variable of perceived risk.
Method
This survey was conducted in March 2016. The statistical population was consisted of social media users at Isfahan University of Medical Sciences in Iran. The sample size was 212 by Sample Power software 3.0.1 with considering the confidence level 95%, statistical power 80% and the effect size 5%. 240 questionnaires were distributed among the users both in online (by email) and written forms. Among 230 returned questionnaires, 214 questionnaires contained valid responses and the remaining ones were omitted. The participants included midwifery, nursing, health, dentistry and medical students selected by simple random sampling method from undergraduate, postgraduate and PHD students. Conceptual model of the survey includes four constructs: social media quality and social presence as the independent variables, perceived risk as the mediating variable, and SCI as the dependent variable. In order to improve validity and reliability, the items were extracted from related literature. The questions were developed according to the Likert five-option scale (1= strongly disagree to 5= strongly agree). Social media quality in the present survey is a construct consists of ease of use, transactional safety and reputation of social media. Social presence measures perceived warmth, conveying a feeling of human contact, sociability and sensitivity within social media. SCI measures the desire to participate in online shopping, educational services through social media and perceived risk is composed of dimensions of psychological risk, time at risk, privacy risk and product risk. The hypotheses are formulated as follows: H1: Social media quality has negative effect on perceived risk. H2: Social media quality has positive effect on user's SCI. H3: Social presence has negative effect on perceived risk. H4: Social presence has positive effect on user's SCI. H5: Perceived risk has negative effect on user's SCI. In this section, Structural Equation Modeling (SEM) was employed. This method is highly used in studying social sciences because of its capability in evaluating the theoretical model [18] . Partial Least Squares (PLS) approach was used for data analysis. It is the most common approach to study information systems [6] and has more advantages than other methods. This approach is appropriate for the analysis of small and medium samples. In addition, the condition for data normality in this method is not necessary and it can be utilized in both exploratory and confirmatory studies. Since social commerce is a new phenomenon in e-commerce and nature of the survey is mainly exploratory, PLS is an appropriate approach. Descriptive analysis of research data using SPSS 23 and conceptual model analysis were performed using PLS 3.0. Convergent validity of the research variables using AVE criterion and factor loadings and divergent validity were analyzed using criterion of Fornell-Larcker. Variables reliability was measured using Cronbach's alpha coefficient and Composite Reliability. The significance of the path coefficients was investigated to test the research hypotheses at the confidence level of 99% in structural model. The R 2 values were used for investigating the explanatory power of conceptual model. Finally, the mediating effect of perceived risk variable was analyzed by examining the total, direct and indirect effects of the independent variables on the dependent at the confidence level of 99%.
Results
In PLS, reliability or internal consistency is measured through Composite Reliability (CR) and Cronbach's alpha coefficient. Value of the two measures should be more than 0.7 [37] . Values of these measures in Table  1 show a high internal consistency and the desired reliability. In PLS, validity is measured by using two measures of convergent validity and divergent validity. Convergent validity indicates the extent to which items measure a construct. It is measured using Average Variance Extracted (AVE) criterion at the construct level. This criterion shows how much a set of items in a latent variable correlate together [36] . The cutoff point for this criterion is equal to 0.5 [38] . *** P≤ 0.001
Figure 1 Results of the PLS analysis
The results are displayed in Figure 1 and Table  3 . According to the results, social media quality and social presence with path coefficients equal to 0.364 and 0.244 at the confidence level 99% have a positive significant effect on Social Commerce Intention (SCI). Consequently, social media quality has a stronger effect on SCI than social presence. Path coefficients for the effect of social media quality and social presence on perceived risk show social media 458 According to Table 1 , AVE of all constructs is more than 0.5; thus, they have convergent validity. Discriminant validity indicates the extent to which a certain construct is different from other constructs. It is measured by means of criterion of Fornell-Larcker at the construct level [33] . According to the results (Table 2) , all constructs have discriminant validity.
The second way to measure convergent validity and discriminant validity is to explore values of factor loadings for each index. To achieve convergent validity, factor loadings should be positive and at least greater than 0.4. In order to realize discriminant validity at the indicator level, factor loading of each index on its own construct should be greater than factor loadings on other constructs [38] . According to the results, convergent validity and discriminant validity have been realized at the indicators' level.
The acceptable responses included 29.9% male and 70.1% female respondents; 43% were between 20-30 years old and in terms of the educational level, 85% of them were undergraduate ones. Moreover, 30.8% of the respondents experience five more times shopping from social media. 
Discussion
If social media is used effectively so it can enhance learning experiences of clinical professionals and deepens participation and cooperation of the students in digital learning environments. Deeper involvement in learning elements and online discussion groups has significant benefits to develop professional activities [34] . Social media technologies can strengthen and improve the efforts of traditional medical education and also can prepare the students for the future where social media plays important role in medical sciences [32] . The aim of this study was to investigate the effect of social media quality and social presence on intention towards social commerce of educational services at Isfahan University of Medical Sciences. Based on this study's results, social media quality has a positive effect on intention towards social commerce of educational services and it reduces perceived risk of students. Similarly, social presence has positive effect on intention towards social commerce of educational services but it has not been effective on reduction of perceived risk of medical sciences students. According to the results, perceived risk decreases intention towards social commerce of educational services.
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quality with path coefficient equal to -0.476 has a negative significant effect on perceived risk but the effect of social presence on perceived risk is not significant. Explanatory power of the model can be examined using R 2 values. R 2 was estimated equal to 0.401 for Social Commerce Intention (SCI) and 0.217 for perceived risk. These values show 40.1% of variance for SCI is explained by constructs of social media quality, social presence and perceived risk and 21.7% of variance for perceived risk is explained by social media quality and social presence. Value of R 2 represents explanatory power of the model.
The mediating effect of perceived risk between social media quality and social presence was explored by Social Commerce Intention (SCI). According to the results in Table 4 , given that total effect, direct effect and indirect effect of social media quality on Social Commerce Intention (SCI) is significant so it can be concluded that perceived risk plays partial mediating role in the relationship between social media quality and Social Commerce Intention (SCI). Because the direct effect of social presence on Social Commerce Intention (SCI) is significant and its indirect effect is not significant, the effect of social presence on SCI is explored directly and without perceived risk variable.
Exploring the results related to the mediating role of perceived risk revealed that this factor plays partial mediating role in the relationship between social media quality and intention towards social commerce; but this is not true about the relationship between social presence and intention towards social commerce. The results in this research contain valuable and practical points for businesses in the field of educational services especially medical sciences education as well as education planners and activists. First, the results revealed that social media quality can play an important role in facilitation of social commerce. In other words, social media quality can improve students' participation in social commerce of educational services. Previous studies on social commerce [8, 38] and e-commerce [9] [10] [11] would confirm this finding. Thus, high quality of social media facilitates virtual interactions and encourages social commerce. In general, customers perceive more risk in social media. This is particularly more critical in communities where the use of social media is still in its primary stages. Virtual environment users experience less anxiety in high quality social media; therefore, they perceive lower risk in social media activities and as a result, they will have more tendencies to receive educational services through social media. Enhancement of social media quality, therefore, is highly important for the success of social commerce of educational services including medical education. Another result of this research showed that social presence that is one of the unique characteristics of social media plays significant role in facilitation of social commerce of educational services. In fact, the possibility to perform social interactions in social media and sense of closeness and being together in this environment can have a positive effect on intention towards social commerce. Whatever social media facilitates human relations and users' interaction, they feel more social presence and as a result, they will be encouraged to participate more in social commerce of educational services. The positive effect of social presence on reuse of the online recommendation system by customers [21] , trust [20, 21, 23] and intention towards social commerce [24] has been confirmed in previous studies. Based on the results, social presence cannot decrease perceived risk of users. Seemingly, this is due to the fact that social commerce in Iran especially in the field of educational services is an emerging trend. Although the number of social media users in Iran has dramatically been increased in recent years, the users' perceived risk to perform business activities in social media is very high because of the novelty of this phenomenon. As a result, human emotions that are created via communications among the users cannot decrease their perceptions of the existing risks in business activities. Another result showed that perceived risk can decrease intention towards social commerce. Accordingly, whatever users perceive more risk in commercial use of social media; they will refrain from receiving and sharing business information with other virtual users. Customers' perceived risk is more important in communities where the use of social media with business purposes is less common. Thus, considering mechanisms to decrease users' risk and social commerce success is very important especially in communities where this process is still in its early stages. The negative effect of perceived risk on customer perceptions and online shopping behavior has been confirmed in previous studies [27] . The present survey had some limitations. The most important limitation was that access to use some social media is prohibited in Iran and this is an underlying problem in social commerce of educational services. Another limitation was the use of field study, because responses of some users may not be compatible with the ones in real world. Considering just one of the social factors associated with social commerce and some components which indicate social media quality was another limitation.
Conclusion
In general, the results of the study indicated higher students' tendency of Isfahan University of Medical Sciences towards social commerce to use the offered educational services in high quality social media. Besides, the users interact easily and there is an intimate and friendly atmosphere between them. On the other hand, whatever students perceive fewer risk to use educational services in social media, they will have more tendency to participate in social commerce. Thus, educational service providers in social media should consider mechanisms to decrease risk of activity in the media. According to the obtained results, enhanced quality of social media in terms of transaction security, ease of use, and reputation can also decrease perceived risk of users. The current study can provide a better understanding about students' commercial behavior in using medical education services through social media by emphasizing the importance of social media quality and social presence in intention towards social commerce as well as highlighting the importance of perceived risk in social commerce of educational services. The results of present study are highly important particularly for communities in which social commerce is an emerging trend. In future research, it is appropriate to address other social factors such as social support as well as the most important technological factors in social commerce. Likewise, considering the trust factor can be helpful in analyzing the effect of quality of positive perceptions of social media users on tendency to perform social commerce.
